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The first-time father salesman who, like the first-time father, gets the ear 


of everyone? Well, there is such a salesman—The 


“Have a cigar — it’s a boy!” Young Griggs is nearly Saturday Evening Post. It’s read by more manage- 
overcome with pride. And this is only the beginning ment men than the three top business magazines 
For months the office will get progress reports (com- combined. Moreover, it gets to those whose sugges- 
plete with pictures) on the new Griggs heir. If you're tions help management make the buying decisions. 


selling to business or industry, wouldn’t you like a The Post gets to all the people who mean business. 


The saturday Evening 


post —gets to ALL the people who mean business 
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USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


Cracking good plasties! Shown 
here are separation columns tower- 
ine over the cracking furnaces of 
Texas Eastman Company's new 
polyethylene plant at Longview. 
Texas. 

A feature of the polyethylene 
produced here a basic com- 
pound for manufacture of plastics 

is its entirely new spherical pel- 
let form. Plant capacity is 20 mil- 
lion pounds annually. 

Since 1950, half of all petro- 
chemical plants built in the U. S. 
have been in the South and South- 
west. and now over 85° of the 
country’s total industry is located 
in this region. 

Development of this particular 
industry is only one facet of the 
resurgent Southland. You who 
furnish equipment and supplies to 
industry in any form find rich 
sales rewards awaiting you in the 
South and Southwest. 

Basic advertising medium for 
this big 19-state industrial market 
is SOUTHERN Power AND INDUs- 
TRY. Edited expressly for this re- 
gion. S. P. [. takes you to top 
engineering and management ‘in 
over 10.000 industrial. utility and 
large service plants of the South- 
Southwest. 

Use S. P. I. and reach millions 
of dollars of purchasing untouched 
by national power and industrial 
publications. 


SOUTHERN POWER and INDUSTRY 


806 Peachtree Street, N.E., Atlanta 5, Georgia 
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Believers 
Buy 


Believers buy; doubters don’t. 


The mere telling of your 
story is only half 

of the job. You must make 
your listeners believe 

in order to set them up 

for a closing. 


That’s where engineering 
publicity comes in. 

That’s why newswork multiplies 
the power of advertising. 


Through articles, technical 
papers and case history 
reports you can 

prove your points. You 
can document and 
diagram completely. 


And the reader trusts 

the objectivity of editorial 
material. He knows 

the editor screened it 
before printing it. 


For the ultimate in believability 
it’s often wise to have 

a third party do the explaining 
for you. That’s when the 
user-signed story, the 
staff-written sections of 
business papers and 

the news columns pay off. 


But, no matter how 
you handle it 


Editorial Presentation 
Breeds Belief 


To add this power to your 
advertising and sales promotion 
program takes more understanding 
than dollars. 

May we talk technique 

with you? 


Harry W. Smith 


Incorporated 


Technical Publicity and Cditoriad Relations 


NEW YORK 

41 E. 42nd St. (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 
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Your TOP Engineering Market 


The AMERICAN ENGINEER 


reaches 


more Registered Professional Engi- 


neers than any other 
Here is your TOP engineering market 
— 78.4% buy or specify. 
ket of influence so extensive that it 
penetrates all phases of industry. 
The Registered Professional 


TELL THEM 
AND 

SELL THEM 
IN THE 


J 
magazine. 


A mar- 


neer’s counsel is sought on processes, 
methods, equipment and materials 


American 
/ngineer 


— from basic research through de- 
sign, development, manufacture or 
construction. In each step he is DE- 
CISIVE in buying or specifying. 


The magazine of the Registered Professional Engineer 


CIRCULATION OVER 33,000 


— 78.4% BUY OR SPECIFY 








THE READER 


|| THE MAGAZINE 











His Position... 


Three-fourths of AMERICAN ENGINEER 
readers are in positions of authority — 
either as owners or partners, chief execu- 
tives, department heads or section heads, 
as shown here: 


CHIEF EXECUTIVES 25.7%—8,481 
DEPARTMENT HEADS 23.3% —7,689 
OWNERS OR PARTNERS ...12.8%—4,224 
SECTION HEADS 12.2% —4,026 
11.8%—3,894 
14.2% —4,686 


SPECIALISTS (Industrial) 


OTHER 


100%—33,000 


His Earnings... 


A salary survey of AMERICAN ENGI- 

NEER readers substantiates their responsi- 

ble positions, as shown by these figures: 
16% earn more than $17,190.00 
25% earn more than 10,980.00 
50% earn more than 7,850.00 


He Supervises... 
According to a recent survey, the Regis- 


tered Professional Engineer reader of the 


AMERICAN ENGINEER 


average of: 


supervises an 


9 Engineers 
29 Other workers 
Reach these responsible readers through 
the AMERICAN ENGINEER. 


Advertising Increases: 
Jan-Nov 1954 over same 


To help you sell the TOP Engineering 
send for: 


[] MARKET AND MEDIA INFORMATION 
[] A STATEMENT BY THE EDITOR 

[] INCOME AND SALARY SURVEY 

[] PRODUCT SURVEY 


Editorial Content... 


The Registered Professional Engineer read 
er expects to find in the pages of his mag- 
azine, the AMERICAN ENGINEER, those 
professional articles, features and news, 
that treat non-technical engineering topics 
in the fields of industry, legislation, govern- 
ment, social transition, and economics. Ap- 
proximately one-half of the editorial con- 
tent is devoted to articles by outstanding 
men discussing subjects of current interest 
to the profession. About one-fourth of the 
magazine is devoted to “workshop” pieces. 
That is, practical articles that are im- 
portant to the reader as a professional en- 
gineer and as a businessman. 


Circulation... 


The circulation of over 33,000 (BPA) is 
national with the highest percentage in 
the Middle Atlantic states. The next high- 
est areas are East North Central and South 
Atlantic. During the past ten years cir- 
culation has more than tripled. 


Readership... 


Surveys show that each issue has a high 
readership for regular features and de- 
partments. Also, that each issue has an 
average of 2.27 readers or a total of over 
75,000 readers per issue. 


1953 over 1952 — 28% 
period of 1952 — 88.9% 
Market 


gs THIS | 


(NIAA) 


yon 


AMERICAN ENGINEER 


Official Publication 


National Society of Professional Engineers 


1121 15th St., N.W., Washington 5, D.C. 
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MINING 
oT IKE! 


Only once a year can you 

dig into the mining market 
and strike pay dirt like 

this. Over 10,000 executive 
engineers will be waiting 

to learn of new developments 
from authorities in the field 
as reported in the fact-packed 
pages of the 


Annual Review 


M 


of 


IN ING 


—Jalolial—(—lgiale 


March, 1955 issue 


For just $310 a page, you 
can command the attention 
of this concentrated 
audience of mining 
engineers —the men who 
control this vast industry 
—when they are most recep- 
tive to your selling story. 


| Mining engineers 
are educated to 


specify and stantial 


27 EP OEE LIES OOS RIE LEE SEIS: PTF TLE 


MINING 


engineering 


Ry 


Published by 
The American Institute of Mining 
- and Metallurgical Engineers, Inc. 


> 29 West 39th Street, Jf) 


° 
PAN New York 18,N.Y. 
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editorial index. . 


Article Index by subject 





Advertising 


Admen hear seven steps to eins an ad 
budget .. NIAA new: t., | ( 


Award winner, donor aa Copy Chasers 


for criticisms .. letters, Nov., p. 8. 


R)Can you use inquiries as a gage of ad 
naan etl by Howard G Iwye!r, V.} 


The client . . God bless him . . knows ads 


that sell goods, by Frank G mstock 


Export advertising a riddle? aed same 


the world ‘round, by Joe H. Serkowict 


Five key executives put zip in your indus- 
trial advertising .. NIAA nference 


The hat trick . . 


magic way to know your 
customers hotter, by Roy Parmenter j 


How to advertise if you’re a manufactur- 
ers’ agent .. pro! mat 


How to choose an agency and be happy, 
successful, by Norton Weber, v.t Mar 


‘abl ' 
7e2DNna 


How we choose an agency .. five-man 
team screens field, by Dick Baker, adv 


+ - A 
10n Ansul 


Industrial admen pinpoint weaknesses in 
today’s industrial advertising, ways to do 


or . - problems in industrial marketing 


Industrial heads report on best relation- 
ships with sales, ad managers . . forun 


Industrialists 9-to-l1 in favor of broad edu- 
cation for their admen .. forum, J 


Industry leaders offer varied views on 
how to promote free enterprise . . forun 


7A 
4 


~— SLDODODIND 


OLANRE| 


Coverage that blankets over 
99% of the billion dollar 
iron and steel producing 
market in the four major 
states, from presidents to 
foremen, is another reason 
why more and more suppliers 
are telling their story 

in the pages of 


VOURNAL GF 


A ie — ee 


With an investment of only 
$2400 for twelve black and 
white selling pages in 
Journal of Metals, you can 
cover this influential group 
of metallurgical engineers 
—the executives who 
specify the equipment and 
materials you sell. 


Send for your copy of the analysis of 
Journal of Metals broad coverage of 
this important segment of your market. 





j Metallurgical engineers 
are educated to 
ay and buy! 


Be 








JOURNAL OF 


METALS 


ase A Published by 
The American Institute of Mining 
° * and Metallurgical Engineers, Inc. 
Z 29 West 39th Street, 
AN’ New York 18, N. Y. 





editorial index . . begins on p. 


Is there a ‘right’ education for industrial 


admen, by Jordan E. Wood, adv. mar 


Peer 


Use Coupon for gich action / 


Jones & Lamson Machine Co. .. NIAA 
T 
4 


conference report, July, p. 58. 
Readership? Who's to say? Sell’s the 
thing, don’t forget . . copy chasers, Dec 
p. 103. 


Switches in ad strategy keep screw sales 
up as times change, Oct., p. !|64. 


DESIGN SERVICE 
Your cover personalized and de- 
signed in full color, using the 
binding material of your choice 
—submitted for your approval. 


Try these ways to stretch your advertising 
dollars, by Everett D. Biddle, pres., The 
Biddle Co., Oct., p. 198. 


What do you need most to be an adver- 
tising manager? by Robert G. Hill, mar. 


f adv., Columbia-Geneva Steel 


Corp., Nov., p. 76. 


Why and how my company uses indus- 
trial advertising, by William J. Car 
pres., Rockwood Sprinkler Co., Oct. 


94, 


binding materials. 
Also, a complete 
manual on Loose 
Leaf cataloging. 


Full line of 


* 
Advertising copy, 
graphics, production 


AN 


Ad borrows editorial technique .. ques- 
tions, answers pull well. Puerto Rico's 
novel campaign attracts notice to indus- 
trial sites, Nov., p. 68. 


parent designs 
style 


7 colors 


of plastic, 4 
rtable 


ge of fine binding 
if desired, 


— special printed 


ABP Awards 


Du Pont for advertising of primary 


inse 


Plasti-Tab Indexes 
qualities of stock 


captions, 


materials, Sept., p. 116 


g actual 


Walter Kidde & Co. for advertising of 
maintenance, service equipment, by 
Stuart Grant, adv. & sales promotion 
mgr., Walter Kidde & Co., Sept., p. 112. 


“Rem-Bossed”, 


k screened, hot stamped 


Look at over 200 combinations in full color — 
and top printed. 


by interleaving outstanding trans 


with the complete ran 


materials. 


Timken Roller Bearing Co. for adver 


tising of component parts, by S. T. 


Cover panels showin 
designs — 


sil 


Salvage, adv. mar., Timken Roller Bear 
ing Co., Sept., p. 122. 


Tocco Div., Ohio Crankshaft Co. for 
advertising of operating machinery 
equipment, by H. B. Osborn, Jr., tech 


nical dir., Tocco Div., Ohi ‘rankshatt 





Transparent 
full-color designs. 


sept, | 


U. S. Steel for advertising of constru 
tion materials, Sept., p. 118. 
Banking dull? Not its sales story, as told 
by Chase, Oct., p. 82. 


| | 
I 
1 Memington. Plant “ 
I 
I 
I 
I 
| 
I 





Blackboard method gives substitute ani- 
mation for films . . problems in industrial 
marketing, Oct., p. 56. 





Room 1180, 315 Fourth Avenue, _ Title 
New York 10, N. Y. 


Kindly send your ‘‘X-RAY” 
VISUALIZER—‘Cover Appeal Address 
for Sales A aoe 

ror Sates ppeal’’—for my city — 
inspection. , 
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Business paper editors win 46 awards; 
Continued on page 128 











editorial index . . begins 


“THERE’LL BE MORE BUYING lcoeienrenaien 
POWER LISTENING §=—z | design tombonted «NAA 


Carborundum does it the 
look at the difference, Oct 


Cartoons show ‘your new campaign’ .. 
recognize anyone? Nov., p. 64 


Color or black and white? That's the ques- 
tion, by Harold P. Scheinkopf, research 
mgr., James Thomas Chirurg Co., Aug. 


o3 


1955’S GOING TO BE BIG! , 


Experts predict a boom year... the second biggest home- “” | 
building year and one of increased industrial expansion. 1ers show no formula, Sept., 


PHB’s contractor and wholesaler readers .. . 
who'll be doing most of the residential and 
industrial jobs ... will be in the market for 
more new products and services. 

If your 1955 sales story will interest these large 
volume buyers .. . it will pay you to investigate 
PHB’s ability to help you — 


COMPARE THE FACTS*... PHB BEATS <9 ! ; 4 
ALL FULL SERVICE MAGAZINES iva j noha See eee eee 


jon't forget, Dec., p. 103 


Copy chasers: 


Ad award standards get better. . 


f it! Busines: 


the 


22,690 top-buying plumbing, heating 
and air conditioning contractors ee a ee a ae 
2,124 full service plumbing, heating . an aa: Vont - selfish, lazy 
and air conditioning wholesalers t boastful, dull, Aug., p. 93 


Industry's Largest Circulation 
Full Service Magazine 


PLUMBING & HEATING 


130 East 59th St., New York 22, N. Y. 
Plaza 9-7199 


BUSINESS (new offices) 


CHECK “PHB’S FACTS FOR FILING’ FOR PROOF OF A MARKET 
COVERAGE THAT GUARANTEES THE INTEREST OF THE INDUSTRY'S 
TOP BUYERS. 


Your PHB Media Folder * “Build On A Strong Foundation.”” Contains valu- 


should contain these latest 
additions . . . if you haven’t 
received them — let us know 
—we think you should 
receive them. 





able market data and comparisions of the three 
full service magazines. 


* “Overwhelming Evidence.” A brand new reader- 
ship study of the industry's full service magazines. 
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mi-abstract hotos hel Westing 
k 


ise sell skeptics, July p. 64. 


Exploded views for manuals are easier, 
cheaper this way, Oct., p. 146. 


R)How direct mail can get more out of 
your business paper ads, by Richard E. Tirk 
] Reply.O Products C Nov.. p. 142 
How to get the most out of your calendars. 
Wartime series still promoting Tube Turns 


after ten years, Nov., p. 136. 


R)How to use charts to put over an idea 
lilustration 


fast, by Harry W. Jensen 


editor, Business Week, Oct., p. 66. 


RIM presents a portfolio of award-win- 
ning industrial ads, Sept., p. 69. 
Ingenuity cuts ad costs . . no mirrors, no 
rubber type, July, p. 








editorial index . . begins on p. 118 C Oo n Cc re te Pp oO by i e ms 


Issuing technical literature? Make sure it 


ee are Solved in the 


National Industrial Distributors Assn. 
awards: : 
Lincoln Engineering Co. for best man- 


ufacturer’s catalog, by A. B. Kloos, 


adv. mor., Lincoln Engineering Co., JOURNAL 


Sept., p. 148. 








Morse Twist Drill & Machine Co. for 
best series of ads, by M. E. Dupre, adv. 
mor., Morse Twist Drill & Machine Co., 


Sept., p. 156. 


New York Belting & Packing Co. for 
best single direct mail piece, Sept., p. 
152. 


Nicholson File Co. for best ad devoted 
solely to selling distributor system, 
Sept., p. 144. 


Norton Co. for best single ad, Sept., p. 
158. 


L. S. Starrett Co. for best direct mail | : 
series, by C. G. Nordmark, adv. & | | — your JOURNAL ads 


solve selling problems too! 


| Your product will ‘register’ with buyers in the 
NIAA Topper awards: concrete industry when they meet it in the pages 
Archer-Daniels-Midland Co. for creating | of their ACI JOURNAL. All standards adopted 
good will, by Gene Fowler, adv. mar., by the American Concrete Institute are published 
Archer-Daniels-Midland Co., Sept. p. | in the Journal; and concrete engineers and top 
70. | construction men look first to the JOURNAL for 
authoritative information on all phases of the 
Armour Chemical Div. for suggesting | concrete field. Naturally, your advertising story 
new applications, Sept., p. 108. | in the JOURNAL gets keen reading from these 
men — the very men you want most to sell. 


~ Cc 
Sept., p. 154. 


New ad production methods allow varied 
art, type, layout, Nov., p. 150. 


Atlas Powder Co. for introducing | So, whether your product is making its debut 
‘news’ into an established product, by | to industry or renewing an old acquaintance, 
J. H. Dannenberg, asst. adv. mgr., At | put it on the pages that get the most discerning 
las Powder Co., Sept., p. 72. | readership — in the ACI Journal! 





Combustion Control Corp. for small 

budget advertising, by E. F. Hall, pro- | ; 

oe FREE FOR YHE ASKING! THE ACI 
STORY IN THE NIAA BROCHURE 

Delta Power Tool Div. for advertising | - TODAY 

to distributors, by Richard J. Brown, | 

sales promotion & adv. mgr., Delta 


| | 
Power Tool Div., Sept., p. 74. U. S. AUTHORITY ON CONCRETE ENGINEERING AND RESEARCH 


Du Pont for creating demand for a | 
basic material, Sept., p. 77. J 0 lJ » N A [ 0 f H h e 
General Electric Co. for acquainting | AM ERI CAN C 0 NCORETE INSTITUTE 


market with qualifications as supply 
source, by R. E. Insley, mar., industry 
adv., Apparatus Sales Div., General 18263 McNichols Road Detroit 19, Michigan 
Electric Co., Sept., p. 100. 

Continued on page 130 








IN READERSHIP 


I Eye VALUE 


IN THE 
NATION'S 


BIGGEST 
SEED 
MARKET 


THE “TWO-SEASON” 
SOUTHERN SEED TRADE 


6500 6500 


AUDITED CIRCULATION 


SOUTHERN SEEDSMAN delivers the South- 
ern Seed Trade to its advertisers by virtue 
of reader interest generated by aggressive 
and intelligent coverage of all seed trade 
activities. Leadership in readership devel- 
ops leadership in advertising that’s why 
SOUTHERN SEEDSMAN consistently carries 
more advertising per issue than any com- 
petitive publication. Advertisers in the 
SOUTHERN SEEDSMAN know they are buy- 
ing complete and thorough coverage of the 
giant Southern Market dollar-wise the 
most important seed market in the country. 


624 GRAVIER ST. 
NEW ORLEANS 12, ‘A. 


PIONEER SEED JOURNAL OF THE SOUTH 
an H. L. PEACE PUBLICATION 
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‘One hit, one run, one error’ make winning 
promotion piece, Oct., p. 86. 


Outdoor advertising? No, it's Permacel in 


A 


business papers, Oct., p. 14! 


Parker proves it pays to be different with 
en 


o-ring campaign, © 
Putman awards 
Kearney & Trecker 
of advertising 
employe-t 


Kearney & 


Readex president tells what makes good 

advertising .. news, July, p. 40. 

Should ads be ‘bunched’ or spread out in 

business publications? by Roy O. East 

man, Eastman Research Organization, and 
wn, adv. mar., Detroit Diesel 


Co 1 Matere @ at 
xeneral Motors Corp., Nov., 


Switches in ad strategy keep screw sales 
up as times change, Oct., p. 164. 


Technical material .. how to make it 


£9 


dramatic, Nov., p. 52. 


R Unusual shape of business paper ad at- 
tracts notice to Buchanan, Nov., p. 140. 


Want to show ad effectiveness? Try the 
Indian guide approach, Dec., p. 156. 


Which ad attracted more readers? 
or small? (Bethlehem Steel 


roblem (Stevens Mfg. Co 


Fenwal Inc.), Nov., p. 160. 


Product vs. problem (Stevens Mfg. Co. and 
Fenwal Inc.), Nov., p. 160. 


Product label vs. tease (Torrington Co., and 
Federal Bearings Co.), July, p. 68. 

Why not put people in your industrial 
ads? Nov., p. 65. 


* 
Business Paper Publishing 


Advertising volume in business papers, 
July, p. 124, Aug., p. 114, Sept., p. 174 
Oct., p. 168, Nov., p. 162, Dec., p. 134. 


Alcoa stops sales reps’ calls for six weeks; 


on 


it's unique, Aug,., p. 70. 


Business paper editors win 46 awards; 
design lambasted . . NIAA conference re- 
port, July, p. 60. 


Business paper seasonal ad slump sense- 
less, study shows . . news, Dec., p. 48. 
®Business paper volume to rise 5% to 
$372,000,000 in 1954, by Angelo R. Vene- 


zian, Dec., p. 70. 


Color ads dominate ARF study . . news, 


July, p. 34. 


Color or black and white? That's the 


question, by Harold P. Scheinkopf, re- 


r 


search mar., James Thomas Chirurg Co., 


Aug,, p. 63. 


Company heads lean toward format with 
ads and editorial ‘spread out’ forum, 


Dec., p. 140. 


Disagrees with idea that ads, editorial 
should be dispersed . . letters, Dec., p. 4. 


Evans hits estimate in ABP survey; Beard 
comes to defense letters, July, p. 8. 
Four ways to stimulate business paper 
advertising, by Raymond P. Wiggers, 
v. p., Glenn, Jordan, Stoetzel Inc., July, 


, 120. 





editorial index . . begins on p. 118 


Free reps of restrictions, but not for wrong 
reasons: Helling letters, Sept., p. 8. 


How to edit industrial copy for fast, easy 
reading, by Norman G. Shidle, editor, 
SAE Journal, Aug., p. 132. 


More audits for business papers . . edi- 
torially speaking, Nov., p. 94. 


Predict sales drop if business papers ads 
are cut... news, July, p. 36. 


Restrict salesmen’s calls? Never! They‘re 
too valuable, by Fred J. adv. 
mor., Heli-Coil Corp., Aug., p. 71. 


Dunne, 


Three publications quite ABC .. news, 


Aug., p. 38. 


* 
Marketing, distribution 


Congress okays business census . . news, 


Sept., p. 44. 


Distributor survey helps Stow to pick a 
new product, by C. Hotchkiss, Jr., sales 
department, Stow Mfg. Co., Oct., p. 63. 


Do brand recognition studies gage power 
of ads? Yes, if . . news, Oct., p. 44. 

Do these things keep your market studies 
on right track? How to get purchasing in- 
fluence survey off the ground, Sept., p. 
198. 

Do-it-yourself as a market . . editorially 
speaking, Aug., p. 78. 


From Washington: 
Business censuses will show the big 
1947, Nov., p. 20. 


changes _ since 


Congress favors planning, but gets lost 
in haggle over census, Aug., p. 34. 
Ike urges industry to tighten sales data 
security, foil reds, Dec., p. 22. 


Private industry has chance at atom, 
but must act fast, Oct., p. 16. 


Red moves in Indo-China force new 
look ai defense spendinc, July, p. 22. 


Tax law passed, but revenue service 


still must explain it, Sept., p. 18. 
®Industrial and consumer marketing . . 


what's the difference . . why? Nov., p. 80. 


Market planning book helps you gage 
sales potential, Oct., p. 152. 


Market research, engineering team up to 
recoup sales losses, by Lee Polisner, gen. 
Continued on page 132 














for 
sellers 
of 
metals 


~ LOGIC 


where else but in American Metal Market? 


. . . could tonnage buyers of metals have the daily opportunity to spot 
significant news items that would guard them against purchasing metals 
at the wrong time? Therefore, 


where else but in American Metal Market ? 


. . could tonnage sellers of metals have the daily opportunity to place 
their advertising with the assurance that their sales messages will be 
seen and read by the right people at the right time? Consequently, 


where else but in American Metal Market? 


. could you find as many metals advertisers year after year? 


Answer: Nowhere else! 


To sum up: American Metal Market gives advertisers these advantages: 
FASTEST SERVICE of all metal-trades media—first with the latest news of the 
industry. 

MORE IMPACTS per 5-day week than any other metal-trades paper. 

LOWER COSTS for space than any other metal-trades paper. 

GREATER VISIBILITY than any other metal-trades paper. 

MOST STEEL AND METALS ADVERTISERS of all metal-trade papers. 

MOST WANTED of all metal-trades papers. Nearly 12,000 subscribers pay $20 
a year to read AMM. 

If you sell to the metal-working industries, strengthen your advertising 
program by including AMERICAN METAL MARKET. 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street New Yotk 38, NY 





TRADE ASSOCIATIONS OFFER 
INVALUABLE SERVICE on UNFAMILIAR 
MARKETING PROBLEMS 








VW 


Pro 


Experienced buyers who 
know, generally, how to solve 
their problems—but are 
confused as to just which 
product to choose—find the 
answers in BEST’S SAFETY 
& MAINTENANCE 
DIRECTORY. All the 
products and equipment made 
by more than 2,400 
manufacturers are tisted, 
described, and classified. 
Here's your truly effective 
point-of-sale contact. 

Reach your market with 
maximum impact by placing 
your sales message in the 
heart of the editorial section 
which iists your products! 
Reach the “grass roots” 

of American industry. The 
DIRECTORY ’s balanced 
circulation (40° among 
plants which control 75% of 
national production and 60% 
among medium and small plants) 
gives you truly representative, 
nation-wide coverage. 


In daily use over two full 
years ... BEST’S SAFETY 
& MAINTENANCE 
DIRECTORY gives you 
twenty-four months effective 
advertising at far less 

than the cost of any other 
national medium. 


Closing date for the 
1956-1957 edition— Fall, 1955! 


BEST'S SAFETY 
and MAINTENANCE 
DIRECTORY 


ALFRED M. Best CoMPaANy, INC. 
75 Fulton Street 
New York 38, N. Y. 


Branch Offices: 


Atlanta 
Boston 
Chattanooga 
Chicago 
Cincinnati 
Dallas 

Los Angeles 
Richmond 
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begins on 


sales mor., Burkhart Engineering Associ- 


ates, Dec., p. 66. 


Mining gets special help from tax law, but 
no boom seen, Sept., p. 190. 


New tax law promises greater capital in- 
vestment, expansion, Sept., p. 65. 


| New tax law promises kinder treatment, 


spur for research, Sept., p. 68. 


Ohio Injector campaign licks distributor 
problems, Nov., p. 90. 


One ‘long stride’ pushes old company 
into new markets, by George A. Taylor, 
adv. mgr., Boston Woven Hose & Rubber 


Co., Oct., p. 64. 
Trends: 
Chemical processing, plastics see good 


Sept., p. 24. 


Engineering boosts 


times in 1954-55 
spending 
manufacturers, July, p. 2 
Metalworking, on sees auto- 
mation as big aic ug., p. 18, 

high rate 
Sduction, Oct., p. 22. 
Predict possible record year for forest 
1955, Dec., p. 28. 


© ow A + ‘ 
See good long-range future for the tex- 


Oil industry keeps 


penditure, pr« 
industries in 
tile industry, Nov., p. 46. 


Uneven road ahead for export . 


Oct, 9:42. 


- news, 


* 
Publicity, public 
& employe relations 


Cards make an annual report, Dec., p. 97. 


Communications man of the month: 


Francis J. Burtt, American Steel & Wire 
Div., July, p. 118. 


Dean Willis C. Clark, School of Jour- 


nalism, Syracuse University, Aug., p. 


110. 


Tohn A. Jones, Weirton Steel Co., Dec., 


p. 118. 


Roy Leffingwell, Hawaiian Sugar 


Planters’ Assn., Nov., p. 100. 


Reuben B. Robertson, Jr., Champion 
Paper & Fibre Co., Oct., p. 138. 


B. E. Young, Southern Railway System, 
Sept., p. 172. 


Du Pont tackles job worries, Dec., p. 142. 


Employe communications . . public rela- 
tions: 

Brake Shoe faces ‘old age’ 
facts on it to employes, Nov., p. 97. 


Foremen may scratch heads over it, 
but music helps work, July, p. 116. 


How to keep the plant reporter from 
hating his job, Aug., p. 106. 


Lionel builds little trains, big employe 


relations program, Sept., p. 17 


1954 employe relations stress politics, 


economy, good product, Dec., p. 116. 
Should companies publish annual re- 


ports for employes? Oct., p. 134. 


Hobby kits teach small fry, push industrial 


firms, products, Nov., p. 53. 


How to edit industrial copy for fast, easy 
reading, by Norman G. Shidle, editor, SAE 
Journal, Aug., p. 132. 


How to get good ideas . . see salesmen 
who come calling. Welcome at Rogers 


includes salesmen too, Nov., p. 156. 


How to get more publicity out of your 
technical staff .’. problems in industrial 


marketing, Sept., p. 60. 


How to pay a compliment to your cus- 


79 


tomer convincingly, Nov., p. 72. 


Industry heads report on best relationships 
with sales, ad managers . 
p. 142. 


- forum, Aug., 


Institutional ads . 
scrape the bottom . 
p. 103. 


corporate type . . 


- copy chasers, Nov., 


®RCA turns promotion on own foremen, 
hikes product quality, by E. T. Jones, sales 
promotion mgr., Engineering Pr 


Div., RCA, Aug., p. 66. 


oducts 


Unemployment via automation? Agency 
booklet debunks idea . 


ideas, Dec., p. 146. 


- sales promoiion 


* 
Sales, sales promotion 
& merchandising 


Banking dull? Not its sales story, as told 
by Chase, Oct., p. 82. 


Chase improves merchandising with better 
industrial packaging, Aug., p. 64. 


Distributor survey helps Stow to pick a 
new product, by C. Hotchkiss, Jr., sales 





editorial index . . begins on p. 118 


department, Stow Mfg. Co., Oct., p. 63. 


Don't talk down to salesmen . . edi- 
torially speaking, Nov., p. 94. 


Dravo finds annual reports increase read- 
ability, readers . . news, Dec., p. 44. 
Dumore narrows its line, lowers tool costs, 
boosts net, Oct., p. 76. 


$88 ad makes $7,000 sale without an assist 
from anyone. Inquiry follow-up handled 
entirely by mail, by Hugh Robertson, adv. 
mgr., J. F. Pritchard & Co., Nov., p. 180. 


Industry groups push adequate wiring 
drive to hike sales for all, Dec., p. 92. 


®)/How direct mail can get more out of your 
business paper ads, by Richard E. Tirk, 
v. p., Reply-O Products Co., Nov., p. 142. 


How do you get mail pieces past your 
customer's secretary . . problems in in- 


dustrial marketing, Dec., p. 54. 


How good is trade-mark identity on goods 


“HOW MEYERCORD 
SERVES INDUSTRY” 
No. 2 of a Series 


MEYERCORD 
Mangelote VECALS 


Cut MANUFACTURING 
Your brand name and trademark EXPENSE 
are powerful sales weapons in 


today’s competitive market. Prominently and attractively dis- 
played on your products, they’re an immediate identification of 
high quality to the consumer. 

Meyercord Nameplate Decals offer you a better way to identify 
your product most effectively while cutting labor, time and 
material costs. There’s a Meyercord Decal for every commercial 
surface, every temperature condition, every condition where 
product branding, operating instructions or dealer identification 
are in order. 

Best of all, Meyercord Nameplate Decals can be applied with 


speed and ease on your present production line... whether your 
run is short or long. Let an expert Meyercord Decal Engineer 


shipped by flatcar? . . problems in in- 
dustrial marketing, Aug., p. 56. 


unfold cost-cutting proof ... invite him to study your product 
in our laboratory . . . and he’ll make specific recommendations 
that can save you production time and overhead . . . all with- 
out obligation. This is just one of Meyercord’s services to indus- 
try in every phase of manufacture and merchandising. 


How mountain climbing salesmen build 
more business, Oct., p. 184. 


How to advertise if you're a manutfac- 
turers’ agent . problems in industrial 
marketing, July, p. 48. 


FREE! «mark-it” MANUAL OF DECAL NAMEPLATES 


Send today, on your company letterhead, for 
this valuable full-color guide to every indus- 
trial problem in marking, identification, in- 
struction, and information. Gives you 
hundreds of new ideas for the application of 
decals to your products. 


THE MEYERCORD Co. 


How to get good ideas . . see salesmen 
who come calling. Welcome at Rogers 
includes salesmen too, Nov., p. 156. 


How to sell the safety factor in your 
products, by D. C. Miner, adv. mar., E. 
F. Houghton & Co., Nov., p. 54. DEPT. C-308 

5323 WEST LAKE ST. 


ICA 44, ILLINOIS 
How we reallocated sales territories as cues 


markets shifted, by P. O. Schwarz, mar- 
keting research department, The Pfaudler 
Co., Nov., p. 170. 
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IBM scuttles ‘hard sell’ in ads 
cite salesmen . . 


. . they ex- 
cover story, Oct., p. 88. 


| for all the Facts 


| on Industrial and 
Y Trade Market Data 


If you wish to reach the 


Jones & Lamson offers tool leasing plan coal trade use 


too! Lease with C. I. T. financing . . news, 


Aug., p. 38. LOOK in 


Industrial Marketing’s 1955 


MARKET DATA & 
DIRECTORY NUMBER 


Market planning book helps you gage 
sales potential, Oct., p. 152. 

CHICAGO 
Manhattan Bidg. 


NEW YORK 


Market research, engineering team up to Whitehall Bidg. 


recoup sales losses, by Lee Polisner, gen. 
scles mgr., Burkhart Engineering Associ- 


for over 69 years the leading 
journal of the coal industry 


SSSCSSSEE SEHR T SESE R eee ee eee esse 


ates, Dec., p. 66. 
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THIS 1S THE 
LOCAL NEWS 
PACIFIC NORTHWEST 
BUSINESS MEN 
UL 


All types of business 
transactions 

Bids pending, Bids let, Call 
for Bids 

Timber sales and facts 
Transportation news 
Financial news 

Contracts 

Permits 


€<<e<< <4 < 


THIS IS THE 
BUSINESS PAPER 
THAT PUBLISHES 

THE VITAL NEWS 
FOR THEM 


Daily Tes 
711 Southwest 14th Ave. 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 


ommerce 








FIRST IN: 


1. ABC paid circulation 
Over 75% in first five ABC classifi- 
cations 
2. ABC renewals 
Average well over 70% 
nine years 
Advertising pages 
far more than any ABC publication 
in the field 
4. Consulting engineers 
Largest circulation among foremost 
consulting engineers in the field. 
For full information write, wire or call 
WATER & SEWAGE WORKS 
ABC ABP . 
185 N. Wabash Ave., Chicago 1, Ill. 
155 E. 44th St., New York 17, N. Y. 


for over 
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editorial index . . becins 


Ohio Injector campaign licks distributor 


problems, Nov., p. 90. 
‘One hit, one run, one error’ make win- 
ning promotion piece, Oct. p. 86. 


One ‘long stride’ pushes old company 
into new markets, by George A. Taylor 
Boston Woven H & Rub} 
p. 64 
RRCA turns promotion on own foremen, 
hikes product quality, by E. T. Jones, sales 


GF 


Sales promotion ideas: 


Samples can help you ool the industrial 
buyer faster, by J. R. Hes: irect 


A stranger no more . . Durez shows how 
to invade new field, by : 


riastics 


Thor takes U. S. merchandising to Britain, 
builds tool sales, Aug., p. 6! 


* 
Shows, exhibits 


Can industrial exhibitors use museum dis- 
play techniques? by D 


f 
rector, Museun 


Conventions . . are they a boon to indus- 
try, or a waste of time? . . forum, Nov. 

176. 
Does show promotion work? Signode cuts 
corners, finds out . . sales promotion 


ideas, Oct., p. 154. 


Industrial shows, July, p. 157, Aua., p. 


WHY 
SHOULD 


NAME PLATES? 


Because, as Advertising Manager, you know 
how a ss name plate can dress up your 
product and add real sales appeal. Give your 
produce ts standout identification that ties them 
into your advertising. Check into the quality 


| of name plates produced by 


BF 


_——_ as Thri 
Chic We roration i 


Etching oy LIno!l? é 4 
—— : 


Write for Free Book, “Etched or 
Lithographed Metal Products of 
Quality,” with full color examples 
of our name and instruction plates, 
Send a rough sketch or blueprint 
for design suggestion and quota- 
tion, without obligation to you. 


CHICAGO THRIFT-ETCHING CORPORATION 


1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA. INw, 


To reach a 
$500,000,000 Market, 


Go Jo Bedding ! 


BEDDING gives you blanket cov- 


erage in a field that is, itself, covered 
by only one book .. . 


BEDDING reaches the sleep 


facturers who produce 
90% of the industry's volume... 


BEDDING costs only 4c per sub- 


scriber for a full page ad (12 time 
rate)... 








So, for a better buy, 
your best bet is BEDDING! 
Test it for results! 


itil thi 2 
° . rite ept. J. 
Industrial Marketing’s Send now for 


PVITEVBURTCCUSITIEE cu informa 
& Directory Number 


Merchandise Mart, Chicago 54 





editorial index . . becins on p. 118 


138, Oct., p. 194, Nov., p. 190, Dec. 


Models . . miniature, full size . . help sell 


at Foundry Show, Oct., p. 148. 


$100,000 to push handling show. Poliak 
battles rival show with record drive . 
news, Nov., p. 30 


Planning a traveling show? Portable stage 
makes it easy .. sales promotion ideas, 


Sept., p. 180. 


Televised lab test knocks screws loose at 


trade show sales promotion ideas, 


July, p. 84. 


* 
NIAA news 


Copy chasers ‘visit’ NIAA group, Nov., 
p. 128. 


NIAA gets dues increase and reorgan- 
ization program, July, p. 53. 


NIAA goes ahead .. editoria!ly speaking, 
July, p. 65. 


NIAA news: 
Institute starts $200,000 drive, July, p- 
IS; 


Blaine Wiley quits NIAA post, 


©, 1Zs. 


NIAA 
Freeman takes over Sept. 15, 


1D; Se; 


names new president; 


for NIAA, Oct., 


New regime takes over 
p. 127. 
‘incinnati, Dayton chapters drop NIAA, 


Nov., p. 125. 


62 industrial admen ' 


125. 


Where travelers can find NIAA activity . . 
NIAA news, Oct., p. 130. 


* 
Problems in 
industrial marketing 


Ad plate reduced to different sizes easily, 
Oct., p. 56. 


How do you get mail pieces past your 
customer's secretary? Dec., p. 54. 


How good is trade-mark identity on goods 


shipped by flatcar? Aua., p. 56. 
continued on page 136 








THE A 


i PU 
The American Directory of Ti 
PURCHASING AGENTS 


\ 1955) 
f 





OF THE COUNTRY’S 
LEADING 


Names. 


2. Product Section, showing over 100 different categories 
of Industry. 


BOTH VOLUMES FOR ONLY $25.00 
HERE ARE 15 WAYS IN WHICH YOU 


Industrial Plants 
Mills & Factories 
Defense Plants 
Food Processors 
Brewers & Distillers 
Utility Companies 
Hotel & Clubs 
Farm Cooperatives 
Airlines & Airports 
Hospitals & Institutions dp 
rcs Buying Missions . For Mailing 
epartment & Specialty Stores . For Mailing 
Banks & Insurance Companies . For selling 
Large Advertising Companies chandise. 
Railroads & Steamship Lines 
Educational Institutions 
Government Agencies 
Communication Companies 
Special Price $25.00 


Limited Time only. 
Regular Price $50.00 


CAN USE 


for salesmen. 


purchase orders 


DUN 


ORDER LIST 


NOW! 


SPECIAL OFFER 


THE FIRST AND ONLY NATIONAL 
DIRECTORY OF 


PURCHASING AGENTS 


1. Geographical by States, Alphabetical 


. As a Mailing List 
. Provides personal contacts 9. Supplies leads to branch 


. For direct Mail selling 10. 


Reach the P. A. 


terials and supplies annually. 


565 Fifth Ave., N. Y. 17, N. Y. 


MERICAN DIRECTORY OF 


RCHASING 
AGENTS 


IN 2 Volumes 
by Company 


THIS VALUABLE SALES TOOL. 


8. For Mailing Catalog. 


sales offices. 
For Spot Testing. 
Product Pro- 11. For market Research. 
12. Government selling. 
Sales Aids. 13. For getting or letting sub- 
House Organs. contracts. 
Incentive Mer- 14. For product research. 
15. Where to buy. Who to see. 


by name, the men who actually sign the 
for over 20 billion dollars worth of ma- 


HILL INTERNATIONAL 
Co., Inc., Publishers 


@ Plaza 3-0833 




















$35 Billion —5 year plan 
for your advertising— 


hased on FACTS 3 


Gear your advertising pro- 
gram to capitalize on this ex- 
panded and accelerated $7 bil- 
lion-a-year construction mar- 
ket. 

This $35 billion-5 year pre- 
diction is based on facts—de- 
tailed by types of construction 
and itemized for Illinois, In- 
diana, Ohio, Northern Ken- 
tucky and the St. Louis trad- 
ing area. 

Write PO Box 1074 Indian- 
OVER 8800 CIRCULATION 


(ConstRucTION J)IGEST 


Over 8800 Readers 


apolis for your copy of the re- 
port covering this important 
tri-state market containing 
15% of the nation’s popula- 
tion and 20% of the nation’s 
new construction. 

Cover this Multi-Billion 
Dollar Market completely 
oe the advertising pages 
oO 





Indianapolis 6 
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SALES ENGINEER 


An excellent Opportunity awaits a young Sales Engineer in a growing enter- 


prise. Link Aviation, Inc., pioneer manufacturers of flight training equip- 


ment has openings for several young men in their early 30’s who Possess an 


electronic or electrical engineering degree, and have had at least three years’ 


sales experience under competent sales management. 


This position has excellent growth potential commensurate with the com- 


pany’s advances in the electronics field. 


Link has a well rounded benefit program, excellent housing and ample recrea- 


tional opportunities in the upstate New York area. 


W rite — giving full information to the 


Manager of Industrial Relations 


LINK AVIATION 


BINGHAMTON - NEW YORK 


_ WITH 
“KEY PROSPECT” 
MERCHANDISING 


' 


Consult 


WALDIE 


and 


BRIGGS 


inc. 


Adtcertising 
Est. 1922 


221N. La Salle St. - Chicago 
FRanklin 2-8422 
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| 


] ] Dixie Contractor | 
' ARCHITECTURAL ISSUE | 
a Published every 4th Wednesday 


beginning Jan. 1955 


Here is the Key to the Heart of a $11; 

Billion Market in 5 Busy Southern States 
GEORGIA $604,698,994 
S. CAROLINA $250,629,990 
TENNESSEE $253,736,960 
FLORIDA $398,033,334 
ALABAMA $219,527,655 

In addition 

$762,750,000 for schools, colleges, hos- 

pitals, water, sewers, industrial develop- 

ment, private construction, dams, locks, 

power plants 


DIXIE CONTRACTOR 
P.O. Box 2120 Atlanta, Ga. 


Member ACP 





editorial index . . begins on p. 


How to advertise if you're a manufactur- 
ers’ agent, July, p. 48. 

How to get more publicity out of your 
technical staff, Sept., p. 60. 


Industrial admen pinpoint weaknesses in 
today’s industrial advertising, ways to do 
better, Nov., p. 24. 


* 
Top management forum 


Company heads lean toward format with 
ads and editorial ‘spread out,’ Dec., p. 140. 


Conventions . . are they a boon to in- 
dustry, or a waste of time? Nov., p. 176. 


Industrialists 9-to-l1 in favor of broad edu- 


cation for their admen, July, p. 72. 


Industry heads report on best relation- 
ships with sales, ad managers, Aug., p. 


142. 


Industry leaders offer varied views on how 
to promote free enterprise, Oct., p. 174. 


* 
Departments 


Advertising volume in business papers, 
July, p. 124, Aug., p. 114, Sept., p. 174, 
Oct., p. 168, Nov., p. 162, Dec., p. 134. 


Copy chasers, July, p. 97, Aug., p. 93, 


Sept., p. 161, Oct., p. 105, Nov., p. 


Cover story, July, p. 64, Oct., 
p. 156, Dec., p. 65. 


Editorial index, July, p. 150. 


Editorialiy speaking, July, 
p. 78, Sept., p. 200, Oct., 
p. 94, Dec., p. 120. 


public rela- 
106, Sept., 
Dec., 


Employe communications . . 
tions, July, p. 116, Aug., p. 
170, Oct, p. 134, Nov:, p.- 97, 


116 


From Washington, July, p 
18, Oct, d. 


IM gallery, July, p. 80, Ai 

p. 196, Nov., p. 96, Dec., p 

Industrial shows, July, p. 157, Aug., fF 
38, Oct., p. 194, Nov., p. 190, Dec., p. 152. 


Letters to the editor, July, p. 8, Aug., p. 3, 
Sept., p. 8, Oct., p. 8, Nov., p. 8, Dec., p. 4 





editorial index . . begins on p. 118 


News, July, p. 34, Aug., p. 38, Sept., p. 
44, Oct., p. 42, Nov., p. Dec., p. 40. 


NIAA news, July, p. 

sept, p. 32, Oet., +t 

Dec., p. 125. 

Problems in industrial marketing, July, 
p. 48, Aug., p. 56, Sept., p. 60, Oct., p. 
56, Nov., p. 24, Dec., p. 54. 


Sales promotion ideas, July, p. 84, Aug., 
p. 81, Sept., p. 180, Oct., p. 154, Nov., p. 
182, Dec., p. 146. 


Top management forum, July, p. 72, Aug., 
p. 142, Oct., p. 174, Nov., p. 176, Dec., p. 
140. 


Trends, July, p. 28, Aug., p. 18, Sept. 
p. 24, Oct., p. 22, Nov., p. 46, Dec., p. 28. 


Which ad attracted more readers? July, p. 
68, Aug., p. 134, Oct., p. 162, Nov., p. 
160, Dec., p. 130. 





Forecast 10% rise in export 
advertising budgets in 1955 

@ NEw YoRK .. Increased local man- 
ufacturing in foreign countries will 
mean more export advertising of in- 
dustrial equipment in 1955, leading 
export advertising executives told 
IM. 

Contracts already in hand indi- 
cate an over-all budget increase for 
overseas advertising purposes of 10 
or 20° over 1954 budgets, accord- 
ing to Robert H. Otto, president of 
the agency bearing his name. 

“Some advertisers have increased 
their planned expenditures as much 
as 25%,” he said, “while none has 
indicated any plans to spend less 
than last year.” 

Europe will be the area of major 
concentration, and increased ap- 
propriations are aimed at that tar- 
get, he observed. No other geo- 
graphical areas are expected to suf- 
fer budget cuts in order to make in- 
creased European advertising pos- 
sible. 

Irwin A. Vladimir, president of 
Irwin Vladimir & Co., foresees “a 
good year, with budget increases of 
10 or 20%.” New markets have been 
opened by many industrial organi- 
zations during 1954, he said, and ad- 


Continued on p. 139 


te shave —and @ 
get eg TIMKEN: bear 


Let me* know 
about your 


Steel Plant 
Engineering 
Service ! 


Yes, I and more than 3,000 

other engineers throughout 
the steel industry want to know 
about your engineering service. The 
best way to tell us about it and keep 
us informed is through our own 
publication—the IRON ano STEEL 
ENGINEER, 1010 Empire Build- 
ing, Pittsburgh 22, Pa. 

















One always stands out... 


IN EXHIBITS IT’S 


P| 
Laas Neal 
CORPORATION 





NEW YORK'S LEADING 
DESIGNERS AND BUILDERS OF 
DISPLAYS AND EXHIBITS 


¢ WRITE FOR BOOKLET / 


96-20 43RD AVENUE ® CORONA 68, N. Y.C. @ ILLINOIS 7-2002 7 
BRANCH OFFICES: PITTSBURGH - CLEVELAND - SYRACUSE 
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FREE with a new 

or renewal 

subscription 

to Advertising 
Requirements 


without a 
subscription 


BRAND-NEW 64-page 
handbook spotlights 
over 125 solutions to 
problems of production, 
promotion and mer- 
chandising! 


One of the favorite features in 
Advertising Requirements is a 
regular monthly section called 
“How | Solved It." 


In it appear contributions from 
AR readers — the most helpful, 
effective solutions io work-a-day 
advertising problems. The Hand- 
book “How | Solved It" rounds 
up the best ideas published dur- 
ing the first two years of AR's 
existence. 


Get your free Handbook by plac- 
ing your trial !-year order for AR 
at the regular $3 rate. AR, The 
Workbook of Advertising Produc- 
tion, Promotion and Merchandis- 
ing, is the only national magazine 
covering all of the important 
non-media phases of advertising. 
A trial subscription proves its 
value — otherwise you pay noth- 
ing. 


Mail This Coupon Today 


ADVERTISING REQUIREMENTS, Dept. IM, 
200 E. Illinois St., Chicago 11 

Send me the Handbook free and 

enter my l-yr. trial of AR at your 

regular $3 rate. 








My Name 


Company 


Street 

City 

State 

[] $3 enclosed [) Bill Firm [) Bill Me 
[] Check here if this is a renewal 
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How do you know 


Is the man a prospective buyer? 


Here’s a hint . . based on a study in 26 industrial groups 


® A NEW CLUE has been added to 
help your search for industrial cus- 
tomers. 

It’s this: whenever you find an 
industrial executive who influences 
the purchase of any kind of indus- 
trial product, the trail is hot . . the 
chances are better than good that 
he influences the purchase of the 
product you sell. 

Documentation of this clue is 
found in a study by Fortune of 
250,000 subscribers and their in- 
fluence on industrial purchasing. 


For example, the study showed 
that of 105,000 industrial executives 
covered who influence the purchase 
of plant machinery, 77.7% also in- 
fluence purchase of materials han- 
dling equipment, 58.7% influence 
purchase of building materials and 
39.9% have a say-so in purchase of 
non-ferrous metals. 

These findings are included in one 
of 26 buying-influence charts relat- 
ing the purchasing influence of exec- 
utives who buy in one _ industry 
with their purchasing influence in 


How Plant Machinery Buyers Influence Buying 
in 25 other Categories of Goods and Services 


Per cent having 
direct influence 
on purchase 


Category 


Equipment 
Office machinery 


Materials handling equipment 


Operating supplies 
Building materials 


Materials and ingredients 

Iron and steel 

Non-ferrous metals 

Components 

Chemi 

Plastics 

Paints or industrial finishes 

Services 

Engineering and construction services 
Freight 


Insurance for your company or empl 


or transportation services 

yees 
Financial (banking, etc.) 

Advertising services or media 


Similar charts are available showing 


the purchase of the remaining 25. 


Per cent having 
indirect influence 
on purchase 


22.7 
>¢ 
49.9 


7: 


K$-@OnNOD Dia 


i7zZ 


10w executives buying each of 26 items influence 





Medical Arts Building. 


Now you've got your list right . . 
and your creative people have been 
given all the information they need 
and are ready to make the big “I” 
talk to the big “U” successfully. But 
remember these simple things about 
copy writing first: 

1. You have to take your readers 
from where they are to where you 
want them to be. 

2. Organize your 
fully, for you can’t overestimate 
knowledge or underestimate intelli- 
gence. 

3. Don’t write the way 

. but with ease. 

Remember, you have to talk 
about benefits. Your prospect is 
going to ask: “What’s in it for me?” 
And you've got to tell him. 

As one authority put it: “It’s ob- 
vious that a letter which talks about 
your lawn does better than one 
which talks about owr seed.” 


material care- 


you talk 


A Customer Protests . . Be sure, in 
your sales correspondence that “the 
is always right” or you 
may get into trouble, as did a cer- 
tain public service company, as evi- 
denced by the following correspond- 


* customer 


ence: 


Gentlemen: 

I have been riding buses for the 
past 18 months and the service 
seems to be getting worse every 
day. I think the transportation you 
offer is worse than that enjoyed 
by the people of two thousand years 
ago. 

Yours truly, 
Reply from the Public Service: 
Dear Sir: 

We received your letter of the 
first and we believe that you are 
somewhat confused in your history. 
The only transportation two thou- 
sand years ago was by foot. 

Reply to the Public Service: 
Gentlemen: 

I am in receipt of your letter of 
the 7th and believe that you are the 
ones that are confused in your his- 
tory. If you will read the Bible, 
Book of David, 9th verse, you will 
find that Aaron rode into town on 
his ass, and that, gentlemen, is 
something I haven’t been able to do 
on your buses for the past six 
months.” 

Yours, a 


_@ anKtanks 





— 
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PNINTENTOR 
SALES CATALOG? 
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The creating of an effective sales catalog represents a major challenge 
to your selling and advertising personnel. 

You will realize the maximum results from your investment of time, 
talent and money if you use this new S. D. Warren textbook in coopera- 


tion with your printer. 


The book is available to catalog planners without 


cost or obligation. Since the edition is limited, we must ask that you send 


your request on your company letterhead. 


NOTHING APPROACHES ‘‘THE SALES CATALOG" FOR COMPREHENSIVENESS 


To our knowledge, this Warren textbook is the only one in existence 
that treats the whole subject of catalog planning, creation and distribu- 
tion thoroughly and practically. Step-by-step directions and suggestions, 
plus 62 instructive exhibits taken from the current field of successful 
catalogs, make this textbook a valuable guide for present and future use. 

To comprehend the breadth and depth of the subject-matter in “The 


Sales Catalog,” 


CHECK LIST AND INDEX 
FOR CATALOG PLANNING 


Understand the Complete 
Function of your Sales Catalog 


Plan to Present Complete In- 
formation 

— on one page; on double-page 
unit; on sequence of pages. 
Sectionalizing the catalog. 


Plan for Convenient and Easy 
Reference 
— Adequate indexing. 


Assemble All the Facts Re- 
garding Your Products and 
Services 


Plan for Proper Usage 

— Format, layout, color, bind- 
ing. 

Be Sure Your Catalog Reaches 
the Right People, in Good 
Condition 

— Distribution. 


Are You Getting the Most 
Usage from Your Sales Cata- 
log? 
— Related needs. 

Your catalog as a sales promo- 
tional unit. 


Select a Reliable Printer and 
Use Fine Grades of Paper 


\ 


study this condensed outline of its contents: 








= 
a 


—cara en 
a 


BETTER PAPER... BETTER PRINTING 


Printing Papers 
Sor Letterpress Printing, Lithography, Book 
Publishing, Magazine Publishing, Converting. 


S. D. Warren Company, 89 Broad Street, Boston 1, Massachusetts 
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editorial 


January through June 


Industrial Marketing offers an index of 


idex is published every January and July. 


Author's index 





Bennett, Ronald V., sales mgr., Electrical 
Div., Olin Industries. 
permits check by 


Sales contro] 


Brady. Philip. adv. mgr., Tracerlab Inc. 
Tracerlab dresses up reports to customers 
inexpensively, Jan., p. 65. 


Brown, James W., adv. mgr., Detroit Diesel 
Engine Div., General Motors Corp. 


readershir 
Chandless, George B., adv. dept., U. S. 
Rubber Co. Should universities teach in- 
| courses to undergrada- 

George B. Chandless, 


says Dean John E. Jeuck 


Cox, L. J.. v.p. of public relations, Iron 
Fireman Mfg. Co. Iron Fireman switches 


ne but trade-mark keeps selling, Mar., p. 


Jeuck, John E., Dean, School of Business, 
Univ. of Chicago. Should universities teach 
industrial ady\ courses to under- 
George B. Chand 


says Dean John E. 


Lester Bernard, consulting management 


engineer. The sales engineer is losing 


if he doesn't use ads, May, 
Lewis, Ralph H., new products ed., Con- 
struction Methods & Equipment. Has your 


fizzled because of these 


Park, George B., adv. & sales promotion 
mgr., General Electric Co. Here are the 
new challenges that face industrial admen 


Apr., p. 138. 


Powers, Ray P., v.p. of operations, Pack- 
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index 





months. The 


ard Motor Car Co. Industry needs better 
sales engineering, better products, May, p. 
a 

io. 

Rice, Frank O., publisher, New Equipment 
Digest. $130,000 new equipment helps 
process mass inquiries faster, Jan., p. 76. 


Rosenblat, Emanuel, assistant to the pres., 
Fine Organics Inc. Industria! pipeline sell- 
ing . . how to reach tough customers, Apr., 


Schwanhausser, Edwin J., 
Worthington Corp. 
market research, coordination, serv- 

, p. 68. 


exec. vV.p., 


Needed in 1954 


Sproull, William C., dir. of adv., Burroughs 
Integrate your industrial ads 


Corp. 


they can't do the job alone, Jan., p. 114. 


Staudt. George L., adv. mgr., Harnisch- 


Teasers, cigars, merry-go- 


feger Corp. 


round introduce the Miti-Mite, Jan., p. 58. 


Company Index 





Aluminum Co. of America, Alcoc 
building pushes new applicati 


story, Fek 
Anchor Packing Co. 


Anc 


Ansul Chemical Co. Tw< 


something new in c mmunity 


panies try 


employe c mmunications, 
Armco Drainage & Metal Products. 


photos I product in use pul service, 


Armstrong Cork Co. 


lapsible walls make 


ty 


Baker-Raulang Co. 
two kinds of ads 


Mor». 114 


Mar., p. 114, 


Barry switches from defense 


Barry Corp. 


to civilian selling . . holding own, Feb., p. 


47. 

Burroughs Corp. Integrate your industrial 
ads .. they can't do the job alone, by 
William C. Sproull, dir. of adv., Burroughs 
Corp., Jan., p. 114. 

Carey Machinery & Supply Co. Industrial 
distributor builds business with service 


‘extras,’ June, p. 62. 


Carborundum Co. 
Mobile exhibit brings along its own 
movie 


‘portable’ auditorium; sound 


merchandises exhibit to distributor 


salesmen, Feb., p. 46. 


High stepping chorus aims for ‘spon 

taneous devotion’ to sales, Mar., p. 47. 
Caterpillar Tractor Co. 7] publication reps 
have fun ‘selling space’ to 
Feb., p. 43. 


Caterpillar, 


Crescent finds how to sell 
color does it; oil com- 


Crescent Co. 
battery cables 
panies get their own color for product 


identity, June, p. 58. 


Detroit Diesel Engine Div., General Motors 
Corp. Bog slogging pays off in highest 
ad readership, by J. W. Brown, adv. mar., 
Detroit Diesel Engine Div., General Motors 
Corp., June, p. 70. 

Dravo Corp. Dravo pushes family iden 
tity to open up new markets cover 

ry, Apr., p. 58. 

Du Pont, E. I., de Nemours, Co. Varied 
story telling methods put ‘sell’ in Du Pont 
Magazine, Mar., p. 52. 

General Dynamics Corp. General Dynamics 
drive aims at future nuclear power users 


. cover story, Mar., p. 118. 


General Electric Co. From leasing to auto- 
mation GE ads build wide x-ray mar 
ket, June, p. 60. 
General Motors Corp. GM's ‘idea catfe- 
teria’ reaches employes without pressure 
employe communications, Mar., p. 86. 
Harnischfeger Corp. Teasers, cigars, 
merry-go-round introduce the Miti-Mite, by 
George L. Staudt, adv. mor., Harnischfeger 
Cr 


Jan., p. 58. 


Tp., J 


Hoerner Corp. Small compary builds big 
program on a modest budget employe 


communications, Jan., p. 132. 


International Minerals & Chemical Corp., 
Animo Products Div. Ac'cent gives a mar- 
keting lesson to industrial advertisers, 
May, p. 54. 


Continued on page 15] 
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Iron Fireman Mfg. Co. Iron Fireman 
stitches line but trade-mark keeps selling, 
by L. J. Cox, v.p. of public relations, Iron 


Fireman Mfg. Co., Mar., p. 65. 


Kearney & Trecker Corp. 
Machine tool lease plan bows. . 
Feb., p. 26. 


news, 


Kearney & Trecker’s controversial tool 
lease plan boosts sales sharply, May, 
Dp. Oe: 
Link Belt Speeder Corp. Five kits within 
a kit push Link Belt crane, June, p. 57. 


McCullough Motor Corp. McCullough finds 
an elusive specialized buyer . . the gyppo, 


Apr., p. 56. 


Minnesota Mining & Manufacturing Co. 
3M's imaginative campaign boosts reader- 
ship and sales . . copy chasers, Mar., p. 
69. 

Peerless Pump Div. Peerless meets com- 
petition in West by going national, Feb.., p. 


116. 


LeTourneau-Westinghouse 
Adman of year . . Serkowich of Le 
Tourneau-Westinghouse copy 


chasers, Jan., p. 91. 


A station wagon helps carry honors to 
IM's adman of year, Jan., p. 64. 


$130,000 new 
mass 
publisher, New 


New Equipment Digest. 


equipment helps process inquiries 
faster, by Frank O. Rice, 
Equipment Digest, Jan., p. 76. 
Newark Electric Co. Newark Electric 
stages its own trade show for 2,000 buy- 


ore, Apr.,:p. 72. 


Olin Industries, Sales control system per- 
mits check by territory, product, by Ronald 
V. Bennett, sales mar., Electrical Div., Olin 
Industries, Apr., p. 73. 


Rockwell Mfg. Co. 
program with a ‘news’ booklet, 


Rockwell strengthens 
its p. r. 
May, p. 60. 


S&S Machinery Co. 
000 
Jan., p. 136. 


You can test a $100,- 


tool at this new international show, 


Sell 
. St. Regis tries it, succeeds; 


St. Regis Paper Co. ‘all the way 
through’ . 
boosts sales of multiwall paper bags, other 
products, May, p. 72. 
Standard Pressed Steel Co. Distributor 
survey leads to harder-pulling advertising, 
Continued on page 152 





Your TOP Engineering Market 


The AMERICAN ENGINEER 


reaches 


more Registered Professional Engi- 


neers than any other 
Here is your TOP engineering market 


TELL THEM 


— 78.4% buy or specify. A mar- 


AND 
SELL THEM 
IN THE 


ket of influence so extensive that it 
penetrates all phases of industry. 
The Registered 
neer’s counsel is sought on processes, 


Professional Engi- 


methods, equipment and materials 


American 
Lnginecr 


—- from basic research through de- 
sign, development, manufacture or 
construction. 
decisive voice in buying or specify- 
ing. 


In each step his is a 


The magazine of the Registered Professional Engineer 


CIRCULATION OVER 33,000 
THE READER 


His Position... 


Three-fourths of AMERICAN ENGINEER 
readers are in positions of authority — 
either as owners or partners, chief execu- 
tives, department heads or section heads, 
as shown here: 

CHIEF EXECUTIVES 
DEPARTMENT HEADS 
OWNERS OR PARTNERS 
SECTION HEADS 
SPECIALISTS (Industrial) 
OTHER 


25.7% —8,481 
23.3% —7,689 
12.8% —4,224 
12.2% —4,026 
11.8%—3,894 
14.2% —4,686 


100% —33,000 


His Earnings... 


A salary survey of AMERICAN ENGI- 

NEER readers substantiates their responsi- 

ble positions, as shown by these figures: 
10% earn more than $17,190.00 
25% earn more than 10,980.00 
50% earn more than 7,850.00 


He Supervises... 
According to a recent survey, the Regis- 
tered Professional Engineer reader of the 
AMERICAN ENGINEER supervises an 
average of: 

9 Engineers 

29 Other workers 
Reach these responsible readers through 
the AMERICAN ENGINEER. 


Advertising Increases: 
Jan-May 1954 over same 


to help you sell the TOP Engineering 
send for: 


[] MARKET AND MEDIA INFORMATION (NIAA) 


_| A STATEMENT BY THE EDITOR 
_| INCOME AND SALARY SURVEY 
] PRODUCT SURVEY 


— 78.4% BUY OR SPECIFY 
THE MAGAZINE 


Editorial Content... 


The Registered Professional Engineer read- 
er expects to find in the pages of his mag- 
azine, the AMERICAN ENGINEER, those 
professional articles, features and news, 
that treat non-technical engineering topics 
in the fields of industry, legislation, govern- 
ment, social transition, and economics. Ap- 
proximately one-half of the editorial con- 
tent is devoted to articles by outstanding 
men discussing subjects of current interest 
to the profession. About one-fourth of the 
magazine is devoted to “workshop” pieces. 
That is, practical articles that are im- 
portant to the reader as a professional en- 
gineer and as a businessman. 


Circulation... 


The circulation of over 33,000 (BPA) is 
national with the highest percentage in 
the Middle Atlantic states. The next high- 
est areas are East North Central and South 
Atlantic. During the past ten years cir- 
culation has more than tripled. 


Readership... 


Surveys show that each issue has a high 
readership for regular features and de- 
partments. Also, that each issue has an 
average of 2.27 readers or a total of over 
75,000 readers per issue. 


1953 over 1952 — 28% 
period of 1953 — 72.9% 


Market 


yn Tus I 


we 
o w 


AMERICAN ENGINEER 


Official Publication 


National Society of Professional Engineers 


1121 15th St., N.W., Washington 5, D.C. 








Mine Operators 





read GOAL MINING.. 


the paper worth reading” 


Advice on methods, notes on equip- 
ment, personnel news keep coal 
operators reading COAL MINING 
month after month, year after year. 
Everywhere, coal men are saying, 
“COAL MINING is the paper 
worth reading.” 


To sell top men in coal mines... 
strip, shaft... anthracite, bituminous 
. advertise in COAL MINING. 


A-7178 


-COAL MINING-— 


4575 Country Club Drive - Pittsburgh 36, Pa. 
Serving the coal industry since 1899 








at Your 
Fingertips 


MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1955 SCHEDULES 





... see the hundreds of pages 
of data covering 63 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 


. +. in your 
1955 INDUSTRIAL MARKET 


DATA & DIRECTORY 
NUMBER 
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editorial index. . 


Tech Adgency, Fact 


Tracerlab Inc. 


Worthington Corp. Needed 
more market research 
by Edwin Schwanhausser 
Northington Corp. 


Article Index/by subject 





Advertising 


Accounts increase — to avert sales 


drop in ‘54 . . agency forecast, Jan., p. 54. 


R)Agencies break record in 1953, place 
506.777 pages in business papers, Apr. 


Barry switches from defense to civilian 
selling . . holding own, 4 
Cover stories: 

Alcoa's aluminum building pushes new 


industrial appli 


ishes family 
new markets 


Dynamics 


Executives vary stress on value of faster 
depreciation to help economy . . forum 


M p. 134 


Viair 


Facts minus frills spell success for all-girl 


industrial ad agency, Mar., p. |10. 


‘54 export budgets to level off; rough road 
ahead for petroleum, Jan., p. 56. 


Here are the new challenges that face 
industrial admen, by George B. Park, adv. 
& sales promotion mor., General Electric 


, Apr., p. 138. 
How 1954 looks to me: 


William C. Sproull, pres., NIAA, Jan., 
Dp. So. 
Harvey Conover, Chair., NBP, Jan., p. 


57 


How to start off on the right foot with 
your own agency .. problems in industria. 


marketing, Mar., p. 4 


Industrial executives become wary of pub- 


lished forecasts . . see rosy hue. . forum 
Jan., p. 138. 


Integrate your industrial ads . . 
do the job alone, by 


dir. of adv., Burroughs C 


they can’t 


Manufacturers see more sales, bigger ad 
budgets in 1954; plan to spend 2.25% of 
sales on advertising, Jan. ] 


Publishers cautious about ‘54, see adver- 
tisers’ sales dip . . bu 


-ast, Jan. 


siness paper 


The sales engineer is losing orders, if he 
doesn’t use ads, by Bernard Lester, con 
sulting management engineer, May 

Scribner answers the questions on 15% 
commission system . . letters, Jan., p. 8. 


Shelve tax-free ad reserve plan .. NIAA 


news, Mar., p. 95. 
Should universities teach industrial adver- 
tising courses to undergraduates? Yes 
says George B. Chandless, Jr.; Probably 
not, says Dean John E. Jeuck, } 48. 


Simplicity, drama win ABP awards for 24 
industrial ads, May, p. 56. 

Station wagon helps carry honors to IM’s 
adman of year (Joe Serkowich, adv. mar. 


LeTourneau-Westinghouse Co.), Jan., p. 64. 


Tax changes to give business at in arm, 
Lasser tells ABP, Mar., p. 


What 202 leading companies spent on 
business paper advertising in 1953, M 
p. 64. 


iay 


* 
Advertising copy, 
graphics, production 


Bog slogging pays off in highest ad read- 
ership, by J. W. Brown, adv. mar., Detroit 
Diesel Engine Div., General Motors Corp. 


. cover story, June, p. 70. 


Care and quality of electro: is important 
for good ads - problems in industrial 
marketing, June, p. 48. 


Close-up photos of Anchor's concealed 
product helps ads . , IGM. DP. 
66. 


« cover stor 





ge 


editorial index . . begins on p. 


Copy chasers: 
Adman of year Serkowich 


tourneau-Westinghouse, Jan., p. 91. 


Canadian industrial ads lool 
as bad, as U. S. ads, June, p. 
industry spurns 


Electric power 


flamboyant, Feb., p. 87. 
How to get inquiries in other than 
quiry-type’ papers, May, p. 91. 


Needed: stronger building ads . . ‘sells 
houses’ isn't enough, Apr., p. 99. 
3M's imaginative campaign boosts 
readership and sales, Mar., p. 69. 


General Dynamics drive aims at future 
nuclear power users .. cover story, Mar., 


p. 118. 


Humor enlivens ‘dull’ product, Eastman 
gets fast results . . sales promotion ideas, 


Mar., p. 124. 


Industrial admen visit Hollywood, wind up 
in 3-D, Mar., p. 51. 


Prize photos of product in use put service, 
sell in external, May, p. 80 


‘Take it apart’ booklets can tell difficult 


stories easily problems in industrial 


Teasers, cigars, merry-go-round introduce 
the Miti-Mite, by George L. Staudt, adv. 
mgr., Harnischfeger Corp., Jan., p. 58. 

Tracerlab dresses up reports to customers 
inexpensively, by Philip Brady, adv. mar., 


Tracerlab Inc., Jan., p. 65. 


What's in a calendar? Art .. data for 
space buyers . . novelty, Jan., p. 82. 


Which ad attracted more readers? 


Exhort vs. scare (Sun Oil Co.), June, 
74. 


Facts vs. offer of facts (Johns-Manville), 
Apr., p. 81. 


One picture or three? (Pittsburgh Pip- 
ing & Equipment Co. and National 
Valve & Mfg. Co.), Mar., p. 120. 


Question vs. statement (Diamond Chain 
Co. and Link Belt Co.), Feb., p. 56. 


Scare vs. lure (Moto-Truc Co. and Yale 
& Towne), Jan., p. 72. 


White-on-black vs. 


Steel Corp.), May, p. 142. 


* 

Business Paper Publishing 
Ad manager blasts ‘special’ advertising in 
business papers, by james W. Brown, adv 
mgr., Detroit Diesel Engine Div., General 


fotorea Corr c pn. 5 
M rs Corp., Feb., p. 50. 


(R)Agencies break record in 1953, place 
506,777 pages in business papers, Apr., p. 
a0 


O04. 


Asks ‘readership audit’ bureau . . news, 


jan., p. 32. 


Does readership of business paper ads 
hold up in summer? . . problems in in 


dustrial marketing, Jan., p. 46. 


How to get more audits 
speaking, Apr., p. 80. 
No more ‘manna’ . . advertisers must pay 
for special services; business publication 
clamps down on free copies, other extras, 
Apr., p. 76. 


‘Oil & Gas Journal’ leads field, carries 


7,912 pages of ads, Jan., p. 118. 


$130,000 new equipment helps process 
mass inquiries faster, by Frank O. Rice 


publisher, New Equipment Digest, Jan., } 


Publishers cautious about ‘54, see adver- 
tisers’ sales dip . . business paper fore 


cast, Jan., p. 55. 


Simplicity, drama win ABP awards for 24 
industrial ads, May, p. 56. 


Treat the space reps right and you'll learn 
something . . problems in industrial mar 
keting, Apr., p. 48. 


What 202 leading companies spent on 
business paper advertising in 1953, May, 
p. 64. 


* 


Marketing, distribution 


Ac’cent gives a marketing lesson to indus- 
trial advertisers, May, p. 54. 


Defining. marketing functions . 
speaking, Apr., p. 80. 


. editorially 


From Washington: 
Big tax revision bill takes another step 
toward approval, May, p. 44. 
Continued on page 154 





PACIFIC NORTHWEST 


CONSTRUCTION 
MARKET 
DEPENDS 


ON THE 
PORTLAND, OREGON DAILY 


JOURNAL 
of COMMERCE 


FOR VITAL 
BUSINESS NEWS 
Just 10 construction companies, 
picked at random from D.J.C. 
subscribers, use over $1,000,000 
worth of petroleum products and 
tires alone a year. Two-thirds of 
the circulation of the D.J.C. is to 
construction men who must have 
the latest daily industrial news. 
Write for sample copy. 


Daily FexreabséLommerre 
711 Southwest 14th Ave. 
Poland 7, Oregon 





Working Tool of 
Pacific Northwest Business 


Local dealers can close sales quickly 
when you originate prospects thru 


CONSTRUCTION 
NEWS MONTHLY 


(Note that word, ‘‘NEWS"'!) 


The NEWS Trade Magazine 


that is ‘‘MUST"’ reading among those 
identified with the CONSTRUCTION 
NEWS of this great 6-State Area. 





@ For 20 years CNM has reported the 
facts they need and the news they 
want to read: PROPOSED CON- 
STRUCTION, BIDS WANTED, 
CONTRACT AWARDS, personal 


items, on-the-job photos, etc. 


Circulation is concentrated on more 
than 6,600 readers—the most likely 
prospects for construction equip- 
ment, materials or service. 


Both readership and circulation is 
localized, which insures fullest local 
dealer tie-ups with on-the-spot dem- 
onstrations and sales, 


« 
CONSTRUCTION 
NEWS MONTHLY 


Box 2421 











Little Rock Arkansas 
ARBRE RRR Esco IR 56 RRR 
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Gales Costs 


WITH 
“KEY PROSPECT” 
MERCHANDISING 


@ 


Consult 


WALDIE 


and 


BRIGGS 


inc. 
Advertising 
os 


221 N. La Salle St: - Chicago 
FRanklin 2-8422 
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. 


For all the Facts 
on Industrial and 
y Trade Market Data 


LOOK in 
Industrial Marketing’s 1955 


MARKET DATA & 
DIRECTORY NUMBER 
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When you BUY a new home 
the odds are in your favor that 
THE 

BUILDER 

you 

buy it 

from 

reads 


house+home 


the greatest influence in homebuilding 
DESIGN » CONSTRUCTION + FINANCE « SALES » MODERNIZATION 
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editorial index .. | 


Congress and lIke 


down on postal rates, Jan., p. 


Economists offer conflicting 


looming deflation, Mar., p. 24. 


‘influence peddlers’ 
p. 30. 
Weeks works to sell 


industrial census, Feb., p. 


unemployment spotty, Congre 


men balk at tariff cut, June, p. 32. 


Industrial leaders take varied views of 
Randall report as trade stimulus . . forum 
r., p. 146. 


Industry leaders want business census re- 
stored . . with all possible economies . . 


forum, May, p. 148. 


Industry needs better sales engineering, 
better products, by Ray P. Powers, v.p. 


ackard Motor Car 


Needed in 1954 . . more market research 
coordination, service, by Edwin J. Schwan 
Worthington Corp., 


hausser, exec. 


Feb., p. 68. 


The new automation field: how big, what's 
next, June, p. 54. 


Peerless meets competition in West by go- 
ing national, Feb., p. 116. 


Says industry flubs research: claims in- 
dustrial firms skip market study oppor- 
tunities consumer field doesn’t have . . 
news, Mar., p. 28. 
See big rise in metalworking; ‘Steel's cen- 
sus of industry shows 250% increase pos- 
sible by 1975, 50% by 1960. . news, June, 
p. 34. 
Trends: 

mestic paper 


cents research 


od in electrical indus- 


See continued good health for the con- 


struction industry, Apr., p. 22. 


* 
Publicity, public 
& employe relations 


Alcoa’s aluminum building pushes new 
applications of the product . . cover story, 
Feb., p. 44. 


Communications man of the month: 
Elmer M. Applegit, Socony-Vacuum Oil 
Co., May, p. 120. 


Edward G. Logelin, U. S. 
Mar., p. 90. 


John Marston, Pet Milk Co., Apr., p. 


Olander, Owens-Illinois Glass 
134. 


Rigley, Minute Maid Corp., 


T 


Carl E. Steiger, Deltox Rug Co., June, 


p. 86. 


Dravo pushes family identity to open up 
new markets .. cover story, Apr., p. 58. 
Employe communications . . public rela- 
tions, Robert Newcomb and Marg Sam- 


mons: 


Cornell teaches a new science in labor- 
management relations, June, p. 82 


Do stockholders care about 
relations? Apr., p. 134. 
GM's ‘idea cafeteria’ reaches employes, 


Mar., p. 86. 


How management council works for 
labor relations, Feb., p. 64. 


Small company builds big program on 


a modest budget, Jan., p. 132. 


Something new in community relations, 


May, p. 118. 


Has your product news fizzled because of 
these boners? by Ralph H. Lewis, new 


Xr 


roducts ed., Construction Methods & 


k 
Equipment, Apr., p. 60. 


Is your annual report costly? Not if you 
re-use excerpts, Apr., p. 59. 


Pian your company publication like a ‘best 
read’ ad, Feb., p. 72. 


Prize photos of product in use put service, 
sell in external, May, p. 80. 


Rockwell strengthens its p.r. program with 





editorial index . . begins on p. 150 


a ‘news’ booklet, May, p. 60. 


71 publication reps have fun ‘selling 


space’ to Caterpillar, Feb., p. 43. 


Varied story telling methods put ‘sell’ in 
Du Pont Magazine, Mar., p. 52. 


* 
Sales, sales promotion 
& merchandising 


Ac’cent gives a marketing lesson to in- 
dustrial advertisers, May, p. 54. 


Alcoa’s aluminum building pushes new 
applications of the product . . cover story, 
Feb., p. 44. 


Baker-Raulang offers two kinds of ads. . 
for big, small buyers, Mar., p. 114. 


Crescent finds how to sell battery cables 
. . color does it; oil companies get their 
own color for product identity, June, p. 58. 


Distributor survey leads to harder-pulling 
advertising; depth interviews bring ad 
switch and 400% more inquiries, Mar., p. 
122. 


Executives predict growth of leasing, trade- 
in plans, but warn of pitfalls . . 
Feb., p. 124. 


forum, 


Five kits within a kit push Link Belt crane, 
June, p. 57. 


Four ways to merchandise for close selling 
coordination; from poster meter slogans to 
sales training by TV, Feb., p. 48. 


From leasing to automation . . GE ads 
build wide x-ray market, June, p. 60. 


High stepping chorus aims for ‘spontane- 
ous devotion’ to sales: change of pace 
lets off steam at Carborundum Co. sales 
meeting, Mar., p. 47. 

How to get inquiries in other than ‘inquiry- 
type’ papers . . copy chasers, May, p. 91. 
Industrial distributor builds business with 
service ‘extras,’ June, p. 62. 


Industrial pipeline selling . . how to reach 
tough customers, by Emantel Rosenblat, 
assistant to the pres., Fine Organics Inc., 
Apr, D. oc. 


Industry needs better sales engineering, 
better products, by Ray P. Powers, v. p. 
of operations, Packard Motor Car Co., 


May, p. 134. 


Integrate your industrial ads . . they can’t 
do the job alone, by William C. Sproull, 
dir. of adv., Burroughs Corp., Jan., p. 114. 
Iron Fireman switches line but trade-mark 
keeps selling, by L. J. Cox, v.p. of public 
relations, Iron Fireman Mfg. Cc., Mar., p. 
65. 


Kearney & Trecker’s controversial tool 
lease plan boosts sales sharply, May, p. 
52. 


McCullough finds an elusive specialized 
buyer . . the gyppo, Apr., p. 56. 


Machine tool lease plan bows . 
Feb., p. 26. 


Mobile exhibit brings along its own ‘port- 
able’ auditorium; sound movie merchan- 
dises exhibit to distributor salesman, Feb., 
p. 46. 


Needed in 1954 . 
coordination, service, by Edwin J. Schwan- 
Worthington Corp., 


» More market research, 


hausser, exec. v.p., 
Feb., p. 68. 


1954 sales can surpass 1953; coordination 
is key, AMA told, Mar., p. 64. 


$130,000 new equipment helps process 
mass inquiries faster, by Frank O. Rice, 
publisher, New Equipment Digest, Jan., p. 
76. 


Sales control system permits check by 
territory. product, by Ronald V. Bennett, 
Olin Industries, 


sales mar., Electrical Div., 


Apr. 2. 73: 


Sales promotion ideas: 
Classroom TV . 
dustrial exhibits, Apr., p. 65. 


. something new in in- 


Here’s how to let right hand know 
what left is doing, June, p. 64. 
Humor enlivens ‘dull’ product, Eastman 
gets fast results, Mar., p. 124. 
Life-size ‘men in motion’ get reaction 
at builders meeting, May, p. 82. 
cards stir attention, 


Novel business 


sales conversations, Feb., p. 102. 


You get no thumb pricks with this con- 
vention ‘badge,’ Jan., p. 108. 


Sell ‘all the way through’ . . St. Regis 
tries it, succeeds; boosts sales of multi- 
wall paper bags, other products, May, p. 
72. 


Sell your salesmen on product by use of 
Pictures and sound. . 
trial marketing, May, p. 24. 

Continued on page 156 


problems in indus- 








When you wish to present 
your sales message on your 
products to the executives and 
key operating men in the steel 
making industry — use 


BLAST FURNACE AND 
STEEL PLANT 


The only A.B.C. — A.B.P. paper whose 
editorial is devoted exclusively to the mak- 
ing and rolling of steel. 

BLAST FURNACE AND STEEL. PLANT is 
subscribed for and read by those who pur- 
chase or recommend the equipment and 
supplies to be purchased in the steel plants 
throughout the world. 

BLAST FURNACE AND STEEL PLANT is 
edited and published by men who have a 
practical knowledge of the operating prob- 
lems and requirements of those engaged 
in the steel industry. 

All departments are covered such as: 
Blast Furnaces and Coke Ovens, Open 
Hearth, Bessemer Converters, Electric Melt- 
ing Furnaces, Rolling Mills, and miscel- 
laneous shops, Mechanical, Electrical, Roll 
Shops, Structural Shops, Power Plants, Boiler 
Houses etc. Advertising rates on request. 
The September issue will carry the program, 
etc. of the meeting of the Iron and Steel 
Engineers which will be held at the Audi- 
torium, Cleveland, Ohio September 28- 
October | inclusive. Please make your 
reservations now. Closing date August 4. 

Published by 
INC. 


STEEL PUBLICATIONS, 


4 Smithfield Street, Pittsburgh 30, Pa. 





WHY 
SHOULD 


| YOU 
| BOTHER ~~ 


ABOUT 
NAME PLATES? 


Because, as Advertising Manager, you know 
how a sparkling name plate can dress up your 
product and add real sales appeal. Give your 
products standout identification that ties them 
into your advertising. Check into the quality 
of name plates produced by 


Write for Free Book, “Etched or 
Lithographed Metal Products of 
Quality,” with full color examples 
of our name and instruction plates, 
Send a rough sketch or blueprint 
for design suggestion and quota- 
tion, without obligation to you. 

CHICAGO THRIFT—ETCHING ern 

1555 N. Sheffield Ave., Chicago 22, Ill., Dept. 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, pirencoh a 
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When you BUY a new home 
the odds are in your favor that 
THE 

ARCHITECT 

who 

designed 

it 

reads 


house+ home 


the greatest infl einh 
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if you wish to reach the 


coal trade use 


iH 


NEW YORK 
Whitehall Bidg. 


CHICAGO 
Manhattan Bidg. 


For over 68 years the leading 
journal of the coal industry 





¢ Use as a Premium 

* Developing Prospect List 

© Helping Salesmen Do 
Better Selling Job 


oath aon WRITE FOR 
any standard designs available 
with your client's imprint. SAMPLES 


2. Special order calculators manufactured for 
any special industrial purpose 


' 
Wweon 1515 West Pico Boulevard, Los Angeles 15, Calif 


See Market Data Book 
Page 17 for information 
on monthly competitive 


Ailierttistrs ee 


PeeE® 5 


ROUTE NO, 2 CHESTERTON, INDIANA 





When you BUY a new home 
the odds are in your favor that 
THE 

MORTGAGE 

LENDER 

who 

financed it 

reads 


house + home 


the greatest influence in homebuilding 
DESIGN » CONSTRUCTION « FINANCE + SALES » MODERNIZATION 


186 / Industrial Marketing 


editorial index . . begins on p. 


Teasers, cigars, merry-go- sound introduce 
the —_ Mite, by George L. Staudt, adv. 
rnischfe Jar 58 


* 
Shows, exhibits 


Classroom TV . 
trial exhibits? . . sales promotion ideas, 


. something new in indus- 


ec 
. OO. 


European trade shows beckon U. S. indus- 


GA 


trial exporters, Mar., p. 54. 


From Bagdad to Birmingham, British fairs 


push home industries, Mar., p. 60. 


Industrial shows, Jan., p. 
Mar., p. 146; Apr., p. 
June, p. 138. 


Life-size ‘men in motion’ get reaction at 
builders’ meeting . 


M 


Vidy, p. 82. 


- sales promotion 1 leas 


Mobile exhibit brings along its own ‘port- 
able’ auditorium; sound movie merchan- 
dises exhibit to distributor salesmen, Feb. 
p. 46. 


Newark Electric stages its own trade show 
for 2,000 buyers, Apr., p. 72 


trucks, collapsible walls make 
mobile exhibit, May, p. 51. 


‘Siamese’ 


Too many trade shows? Industrialists dif- 
fer, cite product 


June, p. 142. 


development time 


for 
rum, 


You can test a $100,000 tool at this new 
international show, Jan., p. 136 


* 


NIAA news 


NIAA news: 
How secretaries react t 


199 
1Z/, 


jue to head NIAA institute, Jan. 


2 seven award chairmen, Feb. 


gets overhaul, May, p. 123. 


chapters elect officers, June, p. 


e tax free ad reserve plan, Mar., 
5: BD. 


NIAA to debate reorganization at Mont- 
real; 1,400 to attend, June, p. 53. 


NIAA’s leaders take a courageous step . 
editorially speaking, May, p. 130. 

Trend to full-day seminars grows among 
NIAA chapters, Mar., p. 132. 


* 
Departments 


Advertising volume in business papers, 
120, Feb., p. 78, Mar., p. 102, Apr. 


16, May, p. 108, June, p. 110. 


Copy chasers, Jan., p. 91, Feb., p. 87, N 
p. 69, Apr., p. 99, May, p. 91, June, p. 


Cover story. Jan., p. 66, Feb., p. 44, 
p. 118, Apr., p. 58, May, p. 80, June, 


Editorial index, Jan., p. 146. 


Editorially speaking, Jan., p. 88, Feb., p. 
60, Mar., p. 116, Apr., p. 80, May, p. 13 
June, p. 108. 


Employe communications . . public rela- 
tions, Jan., p. 132, Feb., p. 64, Mar., p. 86 
Apr., p. 134, May, p. 118, June, p. 82. 


From Washington, Jan., p. 18, Feb., p. 2: 
Mar., p. 24, Apr., p. 30, May, p. 44, June 


p. 32. 


IM gallery, Jan., p. 68, Feb., p. 54, Mar 
p. 150, Apr., p. 158, May, ¢ 
78. 


Industrial shows, Jan., 
Mar., p. 146, Apr., 
June, p. 138. 


Letters to the editor, Jan. through June 
8. 


News, Jan., p. 32, Feb., p. 26, Ma 
Apr., p. 34, May, p. 28, June, p. 3 
NIAA news, Jan., p. 127, Feb., 
Mar., p. 95, Apr., p. 127, 
p.. 123; 


May, 
June, 


Problems in industrial marketing, Jan., p. 
46, Feb., p. 38, Mar., p. 42, Apr., p. 48, 
May, p. 24, June, p. 48. 

J 
Sales promotion ideas, Jan., p. 108, Feb., 
p. 102, Mar., p. 124, Apr., p. 65, May, p. 
82, June, p. 64. 


Top management forum, Jan., p. 138, Feb., 
p. 124, Mar., p. 134, Apr., p. 146, May, p 
148, June, p. 142. 


Trends, Jan., p. 26, Feb., p. 18, Mar., p. 
18, Apr., p. 22, May, p. 18, June, p. 18. 


Which ad attracted more readers? Jan., p. 
72, Feb, p.. 56; Mar, p. 120, Apr.,..p. 81, 
May, p. 142, June, p. 74. a 





